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Abstract The article makes a comprehensive and systematical review on the relative theories and studies of the
brand personality scale and it’s applicability in the different cultural and industrial background to indicate the future
research of brand personality measuring.The paper also defines the concept of brand personality clearly at first, and
then builds the valid models for specific culture and industries.

































悦 性（Agreeableness）, 能 力（Competence），进 取 心
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